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ATTITUDE AND OPINION MEASUREMENT Divided Attention and Television Conmmeecials: An 


Experimental Study, Ma. VENKATESAN and G. A. 


Consumer Goals and Reactions to a Communication HAALAND, May, 203. 


Source, JOHN WILDING and R. A. BAUER, 


February, 73. To test the distraction hypothesis of Festinger and Maccoby, 


In an experiment with 292 housewives, need for social ap- 
proval and cognitive task importance was used to divide re- 
spondents into groups with predominantly problem-solving 
or social goals. The first group reacted more to competence of 
the source of a persuasive message, the second more to its 
social attractiveness. Rejection of the message led to a less 
favorable view of the source by subjects with social goals. 


an experiment was conducted in which subjects were shown a 
videotape containing a television commercial. They were 
visually or behaviorally distracted during the exposure. The 
results show that visual and behavioral distractions interfered 
with recall of the brand name and product type. 


Effects of Attitudinal and Situational Factors on Re- 
ported Choice Behavior, R. G. SANDELL, Nov- 


Customer Impulse Purchasing Behavior: A Reexamina- ember, 405. 


tion, R. W. POLLAY, August, 323. 


This note points out that the experimental effect was not dis- 
cussed by Kollat and Willett in a recent JMR article on impulse 
buying. To collect valid data about impulse behavior, re- 
searchers should avoid influencing respondents. Two sources 
of possible bias are: (1) the pretest questioning and recitation of 
shopping plans and (2) the awareness of later inventory tally- 
ing at the check-out counter. 


General and operational definitions of attitude imply as- 
sumptions that choice behavior is independent of situational 
factors. It is suggested that the attitude concept be redefined 
and choice behavior be studied as a function of the choice 
situation. The experiment in this article demonstrates the 
S-R Inventory approach. 


Factor Analytical Model of Brand Loyalty, A, J. N. 


Customer Impulse Purchasing Behavior: Some Re- SHETH, November, 395. 


search Notes and a Reply, R. P. WILLETT and 
D. T. KOLLAT, August, 326. 


In response to Pollay’s “Reexamination” of their article on 


Using factor analysis as a method of estimating parameters, 
an empirical model of measuring brand loyalty for individual 


unplanned purchasing in which he suggested that certain test- 
ing effects could have produced the study’s data, the authors 
present a more detailed statement of methodological issues 


consumers based on frequency and pattern of purchases is 
presented. Despite some limitations, the method seems su- 
perior to stochastic models for generating robust measures at 
the individual level. 


and additional test data. They attempt to demonstrate that 

testing effects did not generate or seriously distort the study’s 

principal findings. Influence of Commercial’s Length and Position, J. J. 
WHEATLEY, May, 199. 

Customer-Salesman Bargaining Behavior in Retail 


Transactions, A. L. PENNINGTON, August, 255. 


Few attempts have been made to analyze simultaneous be- 
havior of both parties to a transaction. This study examines 
the bargaining behavior of both salesman and customer as it 
relates to purchase outcomes on retail appliances. 


A laboratory experiment to measure the effect of varying 
the length of a TV commercial and its position within a pro- 
gram indicates both length and position influence effectiveness. 
However, differences in effectiveness attributable to greater 
length or island position in the program were generally small. 


Influencing Role of the Child in Family Decision 
Making, The, L. A. BEREY and R. W. POLLAY, 
February, 70. 


Development of Brand Loyalty: An Experimental 
Study, The, J. D. MCCONNELL, February, 13. 


A field experiment with a factorial design showed that con- 
sumers developed preferences for three brands of a physically 
homogeneous product (beer), identical except for brand name 
and price. With price used as a cue to brand quality and time 
measured by total purchase trials, strength of brand loyalty 
could be explained by perceived quality and a time trend. 


The role of the child as an influencer of consumer decisions 
was investigated by studying the interaction between mother 
and child. Purchase behavior by the mother of a child’s pre- 
ferred packaged cereals was studied and related to the child’s 
assertiveness and the mother’s child-centeredness. 
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Job Attitudes and Sales Performance of Major Ap- 
pliance Salesmen, J. C. COTHAM, III, November, 
370. 


‘ The idea that satisfied salesmen are better salesmen has long 
been a basic sales management principle. Although in recent 
years many long-standing marketing principles have been ex- 
amined empirically, no attempts have been made to verify the 
relationship between job satisfaction and job performance 
in personal selling situations. This study explores these rela- 
tionships in a retail chain. 


Market Learning of New Residents, A. R. ANDREA- 
SEN and P. G. DURKSON, May, 166. 


This cross-sectional study explores brand awareness and 
brand purchasing patterns for housewives at three points of 
residence in a new community. While the overall pattern of 
market learning shows movement toward community norms, 
substantial variation in the rate and kinds of learning was found 
among and within product categories. 


Negro and White Automobile-Buying Behavior: New 
Evidence, F. C. AKERS, August, 283. 


Both parametric and nonparametric tests show that Negroes 
do, in fact, tend to buy more expensive and larger automobiles 
than comparable income whites. This tendency, however, does 
not appear to be explained by the upward mobility hypothesis. 


Preference Distribution Analysis: A Rejoinder, R. L. 
DAY, November, 438. 


A recent JMR article by Taylor advocated a ranking method 
as a way of overcoming the procedural bias inherent in paired 
comparison tests. This rejoinder points out that the Kuehn- 
Day model overcomes this bias and provides an indication of 
the level of noise in the data. 


Reevaluation of Preference Distribution Analysis, 
J. R. TAYLOR, November, 434. 


This article argues that the paired comparison procedure, as 
used in Kuehn and Day’s “preference distribution analysis,” 
can lead to an incorrect interpretation of the underlying prefer- 
ence distribution. To avoid this problem, it is recommended 
that a data collection procedure be used which allows a direct 
estimate of each subject’s preference ordering. 


Risk-Reduction Processes in Repetitive Consumer 
Behavior, J. N. SHETH and M. VENKATESAN, 
August, 307. 


This experimental study of consumer decision making over 
time explored risk-reduction processes of information seeking, 
prepurchase deliberation, and brand loyalty. Perceived risk 
was manipulated by creating low-risk and high-risk groups. 
The task was to choose among brands of hair spray. Re- 
suits showed that information seeking and prepurchase de- 
liberation declined over time and brand loyalty increased over 
time. 


Semantic Properties of Selected Evaluation Adjectives, 
J. H. MYERS and W. G. WARNER, November, 409. 


This article presents a methodology for determining the 
psychological meaning to respondents of several commonly 
used adjectives for evaluating products and advertisements. 
It also includes an inventory of these items scaled for immedi- 
ate use. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1968 


Theory of Cognitive Dissonance and Experimental 
Research, The, SADAOMI OSHIKAWA, Novem- 
ber, 429. 


A published experiment supporting the theory of cognitive 
dissonance was replicated except for the arousal of post-choice 
dissonance, and the same result was obtained as that in the 
original experiment. Since the experimental design ensured the 
observed outcome, use of recognition scores rather than rank- 
ing scores is recommended in future experiments. 


BRAND LOYALTY AND PREFERENCE 
STUDIES 


Comparison of American and British Repeat-Buying 
Habits, A, A. S. C. EHRENBERG and G. J. GOOD- 
HARDT, February, 29. 


American and British repeat-buying habits are the same. 


Development of Brand Loyalty: An Experimental 
Study, The, J. D. MCCONNELL, February, 13. 


See “‘Attitude and Opinion Measurement.” 


Divided Attention and Television Commercials: An 
Experimental Study, M. VENKATESAN and G. A. 
HAALAND, May, 203. 


See “Attitude and Opinion Measurement.” 


Elasticity of Product Bias, R. D. SCHOOLER and 
A. R. WILDT, February, 78. 


This article establishes the concept and measure of the 
elasticity of product bias. It demonstrates that, for most con- 
sumers, the effect of product bias on the selection decision be- 
tween similar, alternative domestic and foreign goods can be 
offset by manipulation of the price different:al. 


Factor Analytical Model of Brand Loyalty, A, J. N. 
SHETH, November, 395. 


See “Attitude and Opinion Measurement.” 


Market Learning of New Residents, A. R. ANDREA- 
SEN and P. G. DURKSON, May, 166. 


See ‘Attitude and Opinion Measurement.” 


Perception of Self, Generalized Stereotypes, and 
Brand Selection, E. L. GRUBB and GREGG HUPP, 
February, 58. 


This study was designed to test a methodology for measure- 
ment of self-concept and consumer behavior in comparable 
terms and, therefore, to further substantiate the relationship of 
self-theory to consumer behavior. Thc results from this limited 
study were positive, indicating that consumers of a specific 
brand of automobiles perceive themselves with self-concepts 
similar to others who consuine that brand and significantly dif- 
ferent from owners of a competing brand. 


Preference Distribution Analysis: A Rejoinder, R. L. 
DAY, November, 438. 


See “Attitude and Opinion Measurement.” 
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Reevaluation of Preference Distribution Analysis, 
J. R. TAYLOR, November, 434. 


See “Attitude and Opinion Measurement.” 


Risk-Reduction Processes in Repetitive Consumer 
Behavior, J. N. SHETH and M. VENKATESAN, 
August, 307. 


See “Attitude and Opinion Measurement.” 


CONSUMER AND MARKET AREA RESEARCH 


Choice Criteria, Decision Behavior, and Personality, 
J. B. KERNAN, May, 155. 


Do expected value, maximin, coefficient of optimism, and 
minimax regret describe real-world decision making, or are 
these terms limited to theoretical reasoning? This article re- 
ports a study designed to test the empirical correspondence of 
decision theory and the relationship between decision behavior 
and personality. 


Comparison of American and British Repeat-Buying 
Habits, A, A. S.C. EHRENBERG and G. J. GOOD- 
HARDT, February, 29. 


a 


See “Brand Loyalty and Preference Studies.” 


Computer Programs for the Analysis of Consumer 
Panel Data, R. E. FRANK and W. F. MASSY, 
May, 210. 


The data generated by continuous consumer panels represents 
a large ‘‘mine” of information for analyzing customer behavior 
regarding frequently purchased food and household products. 
Despite the value of this information, little has been done to 
make it accessible. Aware of this difficulty, the authors describe 
a system of computer programs for the IBM 7090; this greatly 
facilitates the process required to convert the raw data into a 
useful form. The resulting time series and cross-sectional sum- 
mary measures are applicable to a wide range of marketing 
problems. The programming system is flexible enough to gen- 
erate many additional measures with relatively minor modifi- 
cation. 


Consumer Goals and Reactions to a Communication 
Source, JOHN WILDING and R. A. BAUER, 
February, 73. 


See “Attitude and Opinion Measurement.” 


Customer Impulse Purchasing Behavior: A Reexamina- 
tion, R. W. POLLAY, August, 323. 


See “‘Attitude and Opinion Measurement.” 


Customer Impulse Purchasing Behavior: Some Re- 
search Notes and a Reply, R. P. WILLETT and 
D. T. KOLLAT, August, 326. 


See ‘‘Attitude and Opinion Measurement.” 
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Customer-Salesman Bargaining Behavior in Retail 
Transactions, A. L. PENNINGTON, August, 255. 


See “Attitude and Opinion Measurement.” 


Determinants of Market Share, D. L. WEISS, August, 
290. 


The economic well-being of a business firm can often be 
summarized in terms of its market share. Market share re- 
sponds to price, advertising expenditures, retail availability, 
and product characteristics. Marketing managers are compelled 
to understand the dynamics of market share behavior in these 
terms. This article is an analysis of market share movements for 
a low-cost, frequently purchased consumer product. It repre- 
sents a first effort in understanding such movements for mar- 
keting management’s major decision variables. 


Development of Brand Loyalty: An Experimental 
Study, The, J. D. MCCONNELL, February, 13. 


See “‘Attitude and Opinion Measurement.”’ 


Differences between Retailers’ and Consumers’ Percep- 
tions, P. J. McCLURE and J. K. RYANS, JR., 
February, 35. 


Retailers, because of their close association with the public, 
have historically been described as an excellent source of in- 
formation about consumers. Interviews with consumers and 
appliance retailers reveal several interesting retailer miscon- 
ceptions of consumers which may lead to ill-considered market- 
ing strategies. 


Dimensions of Supermarket Choice Patterns, J. U. 
FARLEY, May, 206. 


Interrelated measures of families’ shopping activity, super- 
market choice behavior, and demographic characteristics are 
factor analyzed for two succeeding periods. The analysis dis- 
cusses interpretable dimensions of shopping behavior and sta- 
bility of the structure over time. 


Effects of Attitudinal and Situational Factors on Re- 
ported Choice Behavior, R. G. SANDELL, Nov- 
ember, 405. 


See ‘‘Attitude and Opinion Measurement.” 


Factor Analytical Model of Brand Loyalty, A, J. N. 
SHETH, November, 395. 


See “Attitude and Opinion Measurement.” 


Influencing Role of the Child in Family Decision 
Making, The, L. A. BEREY and R. W. POLLAY, 
February, 70. 


See “Attitude and Opinion Measurement.” 


Market Learning of New Residents, A. R. ANDREA- 
SEN and P. G. DURKSON, May, 166. 


See “Attitude and Opinion Measurement.” 
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Social Class and Life Cycle as Predictors of Shopping 


Market Segmentation: Group Versus Individual Be- 
Behavior, S. U. RICH and S. C. JAIN, February, 41. 


havior, F. M. BASS, D. J. TIGERT, and R. T. 


LONSDALE, August, 264. 


The argument that socioeconomic variables do not provide 
an adequate basis for market segmentation of grocery products 
is disputed. A theoretical framework for segmentation measure- 
ment in terms of group behavior is developed and applied to 
survey data. 


Traditionally it has been held that consumer buying behavior 
can be classified by social class and stage in the family life 
cycle. Recently it has been suggested that these distinctions 
have been obscured by the leveling effects of social and eco- 
nomic changes. From data of an extensive empirical study of 
women’s shopping behavior, the authors suggest that in many 
a the earlier market segmentation concept may be out- 
m . 


Negro and White Automobile-Buying Behavior: New 
Evidence, F. C. AKERS, August, 283. 


See “Attitude and Opinion Measurement.” 


Stochastic Interpretation of the Heavy Half, A, D. G. 
MORRISON, May, 194. 


This article examines the heavy-half proportions studied by 


On the Study of Consumer Typologies, J. G. MYERS Twedt and others. The models that are developed illustrate the 


and F. M. NICOSIA, May, 182. 


This article presents a new method of empirical classification, 
shows how it is used to develop a consumer typology, and 


importance of explicitly including a stochastic component when 
analyzing individual consumer behavior. The need for ap- 
propriate chance models with which to compare empirical 
findings is also demonstrated. 


tests the sensitivity of the typology to various changes in as- 
sumptions, operations, and procedures. These operational ef- 


. : : typ 380 : Use of Consumer Panels for Brand-Share Prediction, 
fects are considered from the viewpoint of their significance in 


typology generation and for the long-run potential of classifica- J. H. PARFITT and B. J. K. COLLINS, May, 131. 


tion methods and procedures in marketing and market seg- This article describes a method of predicting the market 
mentation. share for newly launched brands and the future equilibrium 
share of established brands after major promotional activity. 
The method is dependent on the continuous purchasing data 
obtainable from consumer panels and is developed from 
numerous case histories from the Attwood Consumer Panel in 
Great Britain to illustrate the use of the technique and its re- 
finements. 


Personality Variables and the Consumer Decision 
Process, R. P. BRODY and S. M. CUNNINGHAM, 
February, 50. 


This article suggests that personality variables should only 
differ for brand choice among people with high-performance 
risk in the product. This theory suggests the hypothesis that 
personality variables should be more efficient discriminators 
the greater the purchasers’ loyalty. Data on regular coffee sup- 
port this hypothesis. : 


COST AND PRICE DETERMINATION 


Conceptual Framework for Ad Agency Compensation, 
A, W. R. KING, May, 177. 


The problems inherent in compensating advertising agencies 
for their services are treated in terms of criteria for risk sharing 
between advertiser and agency. A conceptual framework is de- 
veloped which relates the degree of uncertainty and the degree 
of involvement of the agency to a general class of financial rela- 
tionships between advertiser and agency. 


Prediction of Consumer Innovators: Application of 
Multiple Discriminant Analysis, T. S. ROBERTSON 
and J. N. KENNEDY, February, 64. 


Socioeconomic characteristics of consumer applicance in- 
novators and non-innovators within a defined social system are 
assessed. Such characteristics are derived from the innovation- 
diffusion literature and represent variables of highest predic- 
tive ability in previous research. The relative importance of each 
characteristic and the predictive value of the set of characteris- 
tics are measured with multiple discriminant analysis tech- 


Price-Quality Relationship in an Experimental Setting, 
The, J. D. MCCONNELL, August, 300. 


Although management assumes a relationship between price 
7 and quality when making decisions about pricing and when 
—- acting against price cutting within distribution channels, little 
research on this relationship has been done. Earlier price- 
quality studies have not involved consumers actually using 
products over time. This article reports a study in which price 
was the only variable and, over 24 trials, quality differences 
for three brands were perceived by subjects when no quality 
difference existed. The relationship between price and percep- 
tion of quality was positive but not linear. 


Repeat-Purchase Estimation and the Linear Learning 
Model, J. D. MCCONNELL, August, 304. 


Using experimentally generated data and a method of esti- 
mating parameters developed by Massy, the linear learning 
model was tested as a predictor of brand repeat purchasing. 
The results differ from those reported earlier and indicate that 


the model may not be as useful as others have suggested. DATA COLLECTION METHODS 


Computer System for Controlling Interviewer Costs, A, 
C. S. MAYER, August, 312. 
A computer analysis of inputs supplied by interviewers pro- 
vides a set of management statistics that explains reasons for 
high-cost interviewer performance. 


Risk-Reduction Processes in Repetitive Consumer 
Behavior, J. N. SHETH and M. VENKATESAN, 
August, 307. 


See “Attitude and Opinion Measurement.” 
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Reevaluation of Preference Distribution Analysis, 
J. R. TAYLOR, November, 434. 


See “Attitude and Opinion Measurement.” 


DATA PROCESSING 


Computer Models in Advertising Media Selection, 
D. H. GENSCH, November, 414. 


There is a clear dichotomy between the optimizing and the 
nonoptimizing approaches. The four main methods using the 
optimizing approach are: (1) linear programming, (2) non- 
linear programming, (3) iteration or marginal analysis, and 
(4) dynamic programming. The two major nonoptimizing 
approaches are (1) heuristic programming and (2) simulation. 
One of the known models using each approach is examined in 
detail. The relative merits of the various approaches are then 
discussed. 


Computer Programs for the Analysis of Consumer 
Panel Data, R. E. FRANK and W. F. MASSY, 
May, 210. 


See “Consumer and Market Area Research.” 


Computer System for Controlling Interviewer Costs, 
A, C. S. MAYER, August, 312. 


See ‘(Data Collection Methods.” 


Numerical Taxonomy in Marketing Analysis: A Review 
Article, P. E. GREEN and R. E. FRANK, February, 
83. 


Recent developments in numerical taxonomy appear to show 
applicability for many classification problems in marketing. 
This review article describes some of the approaches to nu- 
merical classification and presents illustrative marketing ap- 
plications. Current limitations of the procedures are also dis- 
cussed. 


DISTRIBUTION CHANNELS 


Dynamic Warehouse Location Analysis, R. H. BAL- 
LOU, August, 271. 


In a rapidly changing economy, warehouse location is a 
dynamic decision problem. Yet most existing location models 
used to solve the problem are static. In this article, solutions 
from these static location models are used with the techniques 
of dynamic programming to find a dynamic optimum ware- 
house location-relocation plan. 


Model of the Distribution of Branded Personal Prod- 
ucts in Jamaica, A, J. U. FARLEY and H. J. LEA- 
VITT, November, 362. 


A five equation model of the Jamaican distribution structure 
is fitted to data on four branded personal products. Decision 
rules appear oriented toward sales for retailers, wholesalers, 
importers, and manufacturers, and some policy implications 
for stimulating the structure are suggested. Problems associated 
with procedures for fitting sets of equations and examples of 
the effects of multicollinearity on simultaneous equation esti- 
mation are discussed. 


EXPERIMENTAL DESIGN 


Divided Attention and Television Commercials: An 
Experimental Study, M. VENKATESAN and G. A. 
HAALAND, May, 203. 


See “Attitude and Opinion Measurement.” 


Huge Marketing Research Task—Birth Control, A, 
J. L. SIMON, February, 21. 


Increasing the amount of family planning in less-developed 
countries is crucial to their economic development and is 
basically a marketing job. Much iinportant marketing research 
has been done in this area; its history is described here. But 
much more needs to be done; some of the most important 
problems are mentioned. 


Influence of Commercial’s Length and Position, J. J. 
WHEATLEY, May, 199. 


See “Attitude and Opinion Measurement.” 


Price-Quality Relationship in an Experimental Setting, 
The, J. D. MCCONNELL, August, 300. 


See “Cost and Price Determination.” 


Theory of Cognitive Dissonance and Experimental 
Research, The, SADAOMI OSHIKAWA, Novem- 
ber, 429. 


See ‘Attitude and Opinion Measurement.” 


INDUSTRIAL MARKETING 


Accuracy of Estimating Markets for Industrial Prod- 
ucts by Size of Consuming Industries, R. J. PIER- 
SOL, May, 147. 


A common method of estimating size of geographic markets 
for industrial products is based on distributing the national 
markets by the size of the consuming SIC industry groups in 
each area. In this article, geographic market estimates ob- 
tained by this SIC-estimating method are compared with actual 
market data, and an accuracy analysis of the estimates is pre- 
sented. 


Dynamic Warehouse Location Analysis, R. H. BAL- 
LOU, August, 271. 


See “Distribution Channels.” 


On the Applicability of Communication Theory to 
Industrial Markets, F. E. WEBSTER, JR., November, 
426. ‘ 


A broadly defined communication theory may help to 
identify, structure, and analyze patterns of influence in indus- 
trial markets. This note considers ways communication theory 
can be made more applicable to industrial markets. 





INTERVIEWING 


Computer System for Controlling Interviewer Costs, A, 
C. S. MAYER, August, 312. 


See ‘Data Collection Methods.” 


Respondents’ Attitudes Toward Legitimate Surveys 
in Four Cities, I. L. ALLEN and J. D. COLFAX, 
November, 431. 


Surveys in Hartford, New Haven, Bridgeport and Water- 
bury show most respondents favorably impressed by legitimate 
survey activity. About a quarter were initially suspicious of a 
sales attempt. Three quarters favor legal restrictions on sales- 
men posing as interviewers. 


MANAGEMENT SCIENCE 


Choice Criteria, Decision Behavior, and Personality, 
J. B. KERNAN, May, 155. 


See “Consumer and Market Area Research.” 
Computer Models in Advertising Media Selection, 
D. H. GENSCH, November, 414. 
See “‘Data Processing.” 
Conceptual Framework for Ad Agency Compensation, 
A, W. R. KING, May, 177. 
See “Cost and Price Determination.” 
Controlling Risk and Return in the Management of a 
Sales Team, R. A. LAYTON, August, 277. 
Is it possible to evaluate the payoff from a prospective cus- 
tomer and then use this to decide how to allocate the effort of 
a sales team? The answer is yes, but to be realistic some meas- 
ure of the risks involved in heavy commitments to a few pros- 
pects must be considered. This article examines some aspects 


of the management of a sales force handling specialized goods, 
such as computers. 


Dynamic Warehouse Location Analysis, R. H. BAL- 
LOU, August, 271. 


See “Distribution Channels.” 


Repeat-Purchase Estimation and the Linear Learning 
Model, J. D. MCCONNELL, August, 304. 


See “Consumer and Market Area Research.” 


TIMS College on Marketing, The, W. F. MASSY, 
May, 230. 


This editorial explains the purposes and objectives of the 
College on Marketing of The Institute of Management Sciences 
and considers the relation of the TIMS Marketing College to 
the American Marketing Association. 
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MARKETING RESEARCH IN 
OTHER COUNTRIES 


Comparison of American and British Repeat-Buying 
Habits, A, A. S. C. EHRENBERG and G. J. GOOD- 
HARDT, February, 29. 


See “Brand Loyalty and Preference Studies.” 


International Market Analysis, 
November, 353. 


Market researchers, analyzing underdeveloped countries’ 
markets, have limited data sources at their disposal. There 
are many of these markets, but their total potential is relatively 
small. A need exists to describe and analyze these markets 
despite the data limitations. This article indicates techniques 
that may be useful in doing the job without the analyst in- 
curring inordinate expense. 


REED MOYER, 


Model of the Distribution of Branded Personal Prod- 
ucts in Jamaica, A, J. U. FARLEY and H. J. LEA- 
VITT, November, 362. 


See “Distribution Channels.” 


Use of Mail Questionnaires in Colombia, C. K. 
LAURENT and AQUILEO PARRA A., February, 
101. 


The study suggests that a significant number of returns can 
be received from mail questionnaires by carefully selecting 
areas to be studied (here large Latin American cities) and 
limiting surveys to certain income groups. Compensation 
mailed with the questionnaires increased the number of returns. 


MARKETING THEORY 


Determinants of Market Share, The, D. L. WEISS, 
August, 290. 


See ‘Consumer and Market Area Research.” 


‘Effective Number’ as a Measure of Source and 
Destination Diversity, A. T. G. McARTHUR 
February, 99. 


A method of measuring the diversity of a source or destina- 
tion termed the effective number is described. This is the inverse 
of the probability that any two units from a population of units 
came from the same source or went to the same destination. 
Some uses for this measure are suggested. 


Repeat-Purchase Estimation and the Linear Learning 
Model, J. D. MCCONNELL, August, 304. 


See “(Consumer and Market Area Research.” 


Theory of Market Segmentation, A, H. J. CLAY- 
CAMP and W. F. MASSY, November, 388. 


In this article a normative theory of market segmentation 
is developed that takes account of major implementation prob- 
lems. The theory is presented as a multistage mathematical 
model of the full range of segmentation possibilities from the 
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perfectly discrimninating monopolist to the mass marketer. 
The theory’s major implications for the philosophy and applica- 
tion of the market segmentation strategy are discussed in de- 
tail. 


MARKOV CHAINS AND PROBABILITY 
LODELS 


Comments on Ehrenberg’s Appraisal of Brand-Switch- 
ing Models, W. F. MASSY and D. G. MORRISON, 
May, 225. 


Massy and Morrison comment on some of Ehrenberg’s 
views about steady-state and Vokran: probabilities in his ap- 
praisal of Markov brand-switching models in a recent JMR 
article. 


On Clarifying M and M, A. S. C. EHRENBERG, 
May, 228. 


It is agreed that Markov brand-swiiching models do not 
work either stochastically or deterministically. 


Practical Procedure for Media Selection: Comments, 
A, R. J. SCHREIBER, May, 221. 


This note suggests that the assumptions made in the develop- 
ment of the objective function detract from the value of Doug- 
las Brown’s procedure for practical media selection, in a re- 
cent JMR article. 


Reply to Schreiber and Banks, D. B. BROWN, May, 
224. 


This note replies to comments by Schreiber and Banks on 
Brown’s recent JMR article on a practical procedure for media 
selection. Brown acknowledges the limitations of incremental 
analysis and indicates appropriate remedies. 


Theory of Market Segmentation, A, H. J. CLAYCAMP 
and W. F. MASSY, November, 388. 
See “Marketing Theory.” 
True Probability of Exposure, The, SEYMOUR 
BANKS, May, 222. 


This note challenges Douglas Brown’s assumption, in a re- 
cent JMR article, that the reported frequency of a person’s 
exposure to a medium is his latent or true frequency of ex- 
posure. He suggests another method for estimating a respon- 
dent’s probability of readership. 


MEDIA AND ADVERTISING RESEARCH 


Computer Models in Advertising Media Selection, 
D. H. GENSCH, November, 414. 


See “Data Processing.” 


Conceptual Framework for Ad Agency Compensation, 
A, W. R. KING, May, 177. 


See “Cost and Price Determination.” 
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Consumer Goals and Reactions to a Communication 
Source, JOHN WILDING and R. A. BAUER, 
February, 73. 


See “Attitude and Opinion Measurement.” 


Divided Attention and Television Commercials: An 
Experimental Study, M. VENKATESAN and G. A 
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